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Introduction
The study of the evolution of organizational diversity is central to a broad range of research streams such as industrial organization (Tirole, 1988) , strategic management (Porter, 1980) , institutional theory (DiMaggio and Powell, 1983) and organizational ecology (Hannan and Freeman, 1977) . The scholarly interests in organizational diversity derive from its broad implications for individuals, organizations, industries, markets and societies in general.
Diversity impacts individual career opportunities (Hannan, 1988) , stimulates entrepreneurial activities (Greve, Pozner & Rao 2006) and innovation (Bain, 1956; Scherer, 1980) , influences industrial evolution and market structures (Carroll, 1985) , and impinges on the production of culture (Peterson and Berger, 1975) and collective actions aiming at societal changes (Olzak and Ryo, 2007) .
Resource partitioning theory (Carroll, 1985) is a theory fragment within organization ecology directly concerned with the emergence of organizational diversity. This theory argues that the competitive process dictated by economies of scale drives smaller generalists out of the market. The few survivors grow larger and eventually come to dominate the market, increasing market concentration. As covering the whole market range is not in line with the strategies of these firms, peripheral demand is left unsatisfied. A different type of firm -i.e., specialists --emerge to target this unmet demand. Empirical support for resource partitioning has been obtained from a wide variety of industries such as telephone, cooperative banking, airline, beer brewing, wine making, newspaper, auditing and car manufacturing (for a review see Carroll, Dobrev & Swaminathan 2002) .
A key assumption of resource partitioning pertains to the equilibrium associated with the ensuing segmentation -i.e., to its durability, see Polos, Hannan & Carroll, 2010 . This view appears at odds with that of other scholars who have argued in favor of cyclical processes of market concentration and diversity (e.g., Peterson and Berger 1975) . We aim at contributing to this stream of research by discussing the forces that may challenge or, conversely, prolong the durability of resource partitioning within a market. In particular, our arguments will center on: (i) how oppositional identities contribute to organizational diversity through the creation of durable boundaries among forms (Carroll and Swaminathan, 2000) ; and (ii) how identity based partitioning may heterogeneously affect peripheral organizations due to substantial differences across such firms in terms of strategies and endowments.
Eventually, the enduring success of peripheral firms may contribute to challenge the coherence of their collective identity and to blur its distinctiveness with respect to market leaders.
To reach these goals, we will rely on two recent developments of resource partitioning. First, empirical evidence (Carroll and Swaminathan, 2000) suggests that identity differences -rather than scope diseconomies as originally argued (Carroll, 1985) --are fundamental to the durability of resource partitioning. Indeed, in the US brewery movement, the success of specialist breweries did not rely on a different quality of the output. What mattered was the difference in the identity of the producers which sustained the emergence of market partitioning. Second, recent theoretical developments emphasized competitive release as the critical trigger of partitioning and distinguished three producer segments: center, nearcenter (those that by failing contribute to release resources) and peripheral producers (Hannan et al., 2007; Polos, Hannan & Carroll, 2010) .
The goal of this paper is therefore twofold. First, we aim at providing evidence about the theoretical mechanism of competitive release and to illustrate the larger benefits gathered by peripheral organizations compared to local subsidiaries of center organizations. Second, we wish to move beyond the average beneficial effect of partitioning on peripheral organizations and to illustrate the substantial differences among peripheral organizations in terms of identity claims and identity matching. The constructs of engagement and intrinsic appeal (see Hannan et al., 2007) will be employed to capture such differences. As identities of peripheral producers are often rooted into size differences compared to market leaders, we will focus on firm growth rates. Because a mixed method --i.e., qualitative and quantitative --is employed to explore our research questions, the next section is meant to introduce the reader to the empirical context under investigation.
The Empirical Setting
The German electricity retail market after deregulation offers an excellent context to study the effects of competitive release and organizational identities on market partitioning.
Being a commodity market, product differentiation is minimal as compared with consumer product markets such as beer or wine. The empirical counterpart of specialist (i.e., peripheral) organizations are municipal utilities (thereafter MUs). As the collective identity of MUs is a driving force of partitioning after deregulation, we first provide information about its origins.
MUs in Germany have a long history. Since the late 19th century's urbanization of the German cities, prompted by the concerns for their residents' wellbeing, the local authorities started to provide gas, electricity and water supply as well as services in sewage, waste removal and public transport through the local MUs. By providing these services, local authorities acted in the interests of "the common good of the local community" (Wollmann, 2002) . The surpluses generated by the profitable parts of the MUs like electricity, gas and water supply, were used to cross-subsidize the deficit parts like public transport and sport facilities (Wollman, 2002; Püttner, 1999: 543) . The generated profits enable local authorities to pay for common interest activities such as maintaining kindergartens, schools and streets.
Before the deregulation, around 900 electricity suppliers served German end customers including industrial, commercial and household customers in their respective monopoly regions (Die Welt, 1998) . In 1997, eight utilities (the "Big Eight") operated at the supra-regional level and around 80 companies operated at the regional level. According to VDEW (renamed to BDEW since 2007), the German Association of Energy and Water Industries, in 1998 more than 700 MUs served end consumers in their municipalities with electricity 1 . In 1996, EU introduced the Electricity Directive aiming to build an internal electricity market. Following this directive, the member states started to deregulate their national electricity markets within the next 2 years. Germany opened its electricity market to 100% competition at once in 1998, meaning that all end customers could purchase electricity from any supplier in the market.
Before the deregulation started, many experts had expected high mortality rates among the MUs because electricity market is a market of homogeneous good with strong economies of scale (Die Welt, 1998; 1999 
Competitive Release
Recent theoretical developments (Hannan et al., 2007; Polos et al., 2010) emphasize competitive release as the key trigger of resource partitioning. Competitive release refers to the "conditions that deliberate a population of organizations that had effectively precluded the emergence and growth of a focal population" (Hannan et al., 2007: 216; Polos et al., 2010) .
producers, which remove a competitive constraint from peripheral organizations. Besides freeing resources, the demise of near-center producers contributes to increase the contrast between center and peripheral forms (Polos et al., 2010) . Two simultaneous forces induce this latter effect (see Zerubavel, 1996) : the "lumping" of peripheral producers together and the "splitting" between center and periphery perceived by audience members. "Lumping" takes place when alike organizations cooperate and recognize the existence of a common identity in presence of a common enemy or a salient out-group (Hawley, 1986 ; but see also Pozner and Rao, 2006; Ingram and Yue, 2008) . As a result of this cooperation among peripheral producers, a more coherent and salient peripheral identity emerged. At the same time, the "perceived unity" of the population is disrupted by the demise of the near-center producers (Hannan et al., 2007: 227) and by the increasing perceived contrast between center and peripheral forms.
Rising contrast between center and periphery tilts the competitive balance toward the latter --i.e., organizations relying on 'local' identities (Hannan, 1979; Hannan et al., 2007) .
The essence of a durable resource partitioning is now established: peripheral organizations exhibit a sharper and increasingly oppositional identity and benefit from renewed attention from audience members. Thus we expect that in the context of organizational growth rates, peripheral organizations should profit the most from competitive release. Conversely, while center producers may expand their aggregate organizational size thanks to potential acquisitions, their local subsidiaries on average should benefit less from the competitive release -at least when compared to peripheral producers.
The description of the empirical context of this study made clear that valid counterparts of center, near-center and peripheral forms are NWUs, regional utilities and MUs. Qualitative evidence in the German electricity industry supports this claim. According to ifm study (ifm 2006) , customers perceive the identities of the NWUs and their "own municipal utilities" as distinct and oppositional. As illustrated in Figure 1 , while the large corporations embody the omnipotent, uncontrollable and abstract aspects of electricity, the small and medium sized MUs provide to the abstract product of electricity a tangible and familiar face, well represented by the drawings of an interviewee in terms of the cosy and pleasant everyday life that electricity enables (ifm, 2006) . 
Beyond Homogeneous Peripheries: Variations of Intrinsic Appeal and Engagement
In the former section, we followed the spirit of traditional resource partitioning studies, which mostly concentrate on prototypical -i.e., average --peripheral firms. In this section we challenge this view and concentrate on peripheral firms, the primary focus of resource partitioning. We contend that the MU segment, as much as any specialist segment (Carroll and Swaminathan, 2000) , exhibits substantial heterogeneity across peripheral firms.
More specifically, we challenge the average effect of resource partitioning along two dimensions: identity matching remains contingent on the fitness (i.e., intrinsic appeal) to audience preferences; and the intensity of the engagement with the claimed identity varies across firms as well. As for identity matching, the target audience of specialist firms has been considered as rather uniform so far (see e.g., Carroll, 1985; Carroll and Swaminathan, 2000) .
We challenge this assumption pointing to the differences in the intrinsic appeal of MUs across geographical communities (H2). Moreover, by taking a closer look on firm level actions (i.e., engagement), we will reflect upon the effects of engagement on organizational viability (H3). Last, we will advance that the co-existence of identity claims and identity matching allows peripheral firms taking full advantage of the opportunities generated by the identity-based partitioning (H4).
Variations in Identity Matching: Intrinsic Appeal
The matching to audience tastes or characteristics may be defined in terms of intrinsic appeal (as inferred from an audience member's social position, see McPherson 1983) . Higher intrinsic appeal leads to higher organizational fitness (Hannan et al., 2007; Hannan, 2010) - i.e., the matching to a local environment. Fitness refers to "a producer's ability to thrive within its environment -to obtain necessary resources, to persists, and to grow" (Hannan 2010 ). Higher intrinsic appeal is essential to reach greater organizational fitness.
Despite recent theoretical developments, the appreciation of heterogeneity among audience preferences remains an important but underdeveloped topic (Hannan et al., 2007;  Kocak, Hannan & Hsu 2010) . Audience preferences can be segmented along multiple dimensions. In this paper we use geographical communities as the basis for segmentation. In so doing, we rely on Hannan and colleagues' suggestion (2007: 302) that "a potential valuable extension… of audience segment would consider geography. We defined segment as subsets of an audience that are largely closed with respect to interaction and communication.
Such closure often takes a spatial form: social networks tend toward spatial closure. Therefore, audience segments likely to form in spatial patches… Perhaps variation over local audience segments in the legitimation of categories also plays a role". These considerations resonate with those of sociologists, economic geographers and organizational theorists who underscored the role of geographical proximity for the emergence of collective mindsets (e.g., Gould 1995; Hedstrom, 1994; Becattini, 1990; Romanelli and Khessina, 2005) .
To properly consider identity matching with respect to intrinsic appeal, the relevant dimensions of the MU identity need to be introduced. After deregulation, with the exit of regional utilities, audience members started to perceive MUs as possessing opposite feature values compared to NWUs. According to qualitative evidence and to a recent survey (TNS Emnid, 2009), localness and environmental friendliness became the two defining features of the MU identity. The prominence of these identity features remains consistent across the TNS Emnid surveys of 1999, 2003, and 2005 . Customers associated MUs with "orientation on the common welfare of the local region", "support for the local region" as well as "environmental friendly behavior". In contrast, the NWUs are described as "profit seeking", "flexibility", and "customer orientation" (Figure 2 ). "Supply security" and "reliability" figure prominently in audience perception as well. Nonetheless, perceptions of security and reliability appear correlated to localness (ifm, 2006 ).
Localness appears as the most prominent MU identity feature according to the TNS Emnid surveys (1999; 2003; 2005; 2009) . As shown in Figure 2 , whereas 45% of the interviewees expect "orientation on the common welfare of the local region" and "support for the local region" from the MUs, only 9% think so of private utilities. This is consistent with the results of the ifm psychological survey (ifm, 2006) . One of the most important customer type identified by this surveys is "local patriots". This group of customers perceive both themselves and the MUs as deeply rooted in the local community. The local MUs belong to the taken-for-granted part of one's living space like the school and bars. In other words, the MU is seen as a symbol of the community itself, with which citizens strongly identify. Thus they feel being obliged to show solidarity toward their MUs: "I think we in the region should hold together." Alternative offerings from the NWUs are perceived as "assault" from outside attacking one's own living space and should be fended off. It is therefore not surprising that attempts to privatize MUs are compared with "selling off family jewelry" (Tafelsilber in German) and have sparked off citizen referendums or even demonstrations in various communities (e.g. Energie & Management, 2001; Süddeutsche Zeitung, 2008) . Local pride also leads the local patriots to attach emotion to electricity, like a customer of the MU Dresden proudly declared: "this is Dresdener electricity" (ifm, 2006 ). An energy expert confirmed "the idea of 'we from here' is very powerful" and associated this with the comparably low switching rate of MU customers (Die Welt, 2010) . Due to the strong attachment to their MUs, the local patriots tend to disregard market information. They show no interests in alternative offerings and appear as hardly price sensitive: they are willing to pay a bit more for the "local" electricity 2 , and tolerant toward price differences (ifm, 2006) . While localness and greenness represent identity features common to every MU, the context within which each MU is located provides variations in matching between these identity dimensions and the preferences of local customers. In particular, we suggest that the growth rates of MUs should be higher in communities in which the intrinsic appeal of the MU identity is greater. In particular, the more a community espouses localness and greenness, the larger the growth rates of MUs:
H2. (Intrinsic Appeal) Under resource partitioning, the greater the MU identity appeals to the local audience (i.e., the greater the match between the two MU identity
features and local audience preferences), the higher its growth rate will be.
Variations in Identity Claims: Engagement
Peripheral organizations vary also along the intensity of the identity claims made (see Carroll and Swaminathan, 2000) . Indeed, peripheral organizations differ in their degree of engagement -a fundamental characteristic to convert intrinsic appeal into fitness, namely growth rates in our case. Engagement refers to producer actions like "(1) learning about the idiosyncrasies of the local subaudience and its aesthetics; (2) designing or redesigning features of the offering to make it attractive to that audience; and (3) trying to establish a favourable identity in the relevant subaudience" (Hannan et al., 2007: 179) . Engagement activities aimed at developing and displaying credible signals of authenticity and commitments towards the claimed identities are especially rewarded (see Carroll and Swaminathan, 2000; Baron, 2004; Hsu and Hannan, 2005; Hannan et al., 2007) . For instance, in their study on the American microbrewery movement, Carroll and Swaminathan (2000) found that brewpubs send strong signals of authenticity and demonstrate high engagement with audience members by displaying their production equipment in the store-front locations.
In our setting, one way to engage with local audience and to show commitment towards the claimed identity is to participate in cooperation activities with other MUs. As market concentration increased, the Big Four emerges as the prominent enemies and substantial threat to the MUs. In an industry where economics of scale play a crucial role for organizational survival, it is difficult for the small and medium-sized MUs to survive on their own. Thus many experts have predicted a wide death of the MUs (Die Welt, 1998; 1999) .
Due to their prominent position in the retail market, NWUs have attempted to lure the MUs to "cooperate" with them. However, many municipal utilities feared such an alliance as a threat to their identity. To the contrary, they preferred to emphasize that they are endowed with "a fundamentally different organizational philosophy and mission" -as stated by the chairman of the VKU (the German MU trade association) group of the Land Rheinland-Pfalz Building on these arguments, we advance that substantial differences among peripheral firms may exist in terms of the intensity and credibility of their engagement with the claimed identity. In particular, we propose that the higher the level of commitment exhibited by the focal MU to the identity claimed, the greater its growth rate will be:
Hypothesis 3 (Engagement). Under resource partitioning, the higher the lever of a
MU's engagement, the higher its growth rate will be.
Interaction between Intrinsic Appeal and Engagement
While the credibility of an MU identity claim and its matching to local preferences may act independently in increasing the growth rates of MUs (see H2 and H3), it seems intuitive to think that the co-existence of these two conditions further amplifies the benefits gathered by MUs. Indeed, according to the model of Hannan and his colleagues (2007) when both intrinsic appeal and engagement are non-zero, fitness (e.g., growth rates) should be the highest. In particular, engagement should play a crucial role in the relationship between intrinsic appeal and fitness. In presence of a good match between an organization identity and local preferences, engagement will boost fitness. In a similar vein, intrinsic appeal should amplify the effect of engagement on fitness. Better fit with local tastes will obviously make a credible identity claim appear more authentic and more convincing. To take an extreme case as an example, large NWUs invested great effort (and money) to communicate their local image to the target audience through massive marketing campaigns. Nonetheless, the lack of intrinsic appeal of their identity in the eyes of local audience members reduces significantly the returns from fitness. Therefore, we propose the following hypothesis:
H4. Under resource partitioning, the positive returns of intrinsic appeal for MU growth rates are amplified at higher levels of MU engagement.

Data and Methods
Data Source
To test our hypotheses, we have collected various datasets. The first data set concerns the annual electricity retail sales to household customers from 2001 to 2008. 3 We chose to focus on the household customer segment because we expect the hypothesized effects to be stronger among household customers rather than, e.g., large industrial firms. The data were primarily obtained from the BDEW annual data publication (BDEW Jahresdaten der Stromversorger 2001 Stromversorger -2008 . As the umbrella trade association for the German electricity and 3 Covering the industry from 1998 -i.e., the year in which the deregulation started --is not possible for two reasons: first, there existed no data for 1999 and 2000; second, although we have sales data for 1998, the categorization of end customers was different. In contrast to the three segments categorization (household, industrial and other customers) from 2001, only two segments (customers paying normal tariff rates and customers paying non-tariff rates specified in a contract) were distinguished in 1998. Whereas the non-tariff customers were dominated by industrial customers consuming large amount of electricity, tariff customers include both household customers as well as other customers such as small shops, office spaces etc. 
Variables
Dependent Variable
Our dependent variable is organizational growth. We measure Size using the retail sales of electricity to households in MWh (megawatt hour). Other common size measures are annual revenues and number of employees (e.g., Khaire 2010). Annual revenues from electricity retail sales is not feasible here because electricity prices showed great volatility over the period under study (Monopoly Commission, 2007) . Number of employees turned out to be not suitable in our context because the MUs usually have other business areas such as gas, water, heating and the allocation of employees to the different business areas is difficult.
We log-transformed Size to reduce its skewness.
Independent Variables
Competitive Release. The variable Competitive Release was calculated as the size (sales to end customers) of each failed regional utilities in a given year, weighted by their distance to each of the focal MU or an NWU subsidiary. Due to their exit after deregulation, we used the size of failed regional utilities in the year 1998. The distance an MU or a NWU subsidiary i to a failed regional utilities j by applying the "Great Circle Distance Formula" :
with r denoting the radius of the earth in kilometres and c being a constant of 180/π which is necessary in order to convert latitude or longitude from decimal degrees to radians. The latitude and longitude of each firm has been obtained from "Google Map" using the function "LatLng Tooltip" in "Maps Labs" (see also Beck et al., 2010) . In a second step, we weighted the distance with the size of the failed regional utilities to calculate the Competitive Release: characteristics in determining appeal of an offer (Hannan et al., 2007) , most of the existing empirical studies still rely on product (or producer) features (e.g. Hsu, 2006; Negro et al., 2010; Carroll et al., 2010) . labelled Economic Engagement. The second category of cooperation activities took the form of collective marketing and sales. These activities represent commitment to the MU identity as they present MUs as a collective identity to audience members. We labelled these activities as Form Identity Engagement. Before the deregulation, there existed "division of labor" among the electricity firms on the national, regional and municipal levels in the (West) German electricity industry despite that they all serve end customers in their respective monopoly regions. The nationwide firms with large-scale power plants generated electricity and sold it to the regional utilities; regional utilities then distributed it to municipal utilities which then sell to end customers (FES 1991 , Brandt 2006 , Krisp 2007 4 All independent variables were lagged of one year to control to avoid reverse causality.
Control Variables
Several control variables were included in our models. We control for MU density and density squared at the district level 5 (MU Density, MU Density 2 ) as density might be negatively linked to firm growth (see Barnett and Carroll, 1987) . Furthermore, we controlled for population per sqkm (Population Density) because population density tend to increase electricity retail sales. More densely populated areas are considered in the industry as "fillet pieces" which are more profitable (Stuttgarter Nachrichten, 2010). We also controlled for the 4 The results obtained for each type of cooperation agreement suggest that Economic Engagement and Local Independence Engagement exhibit the strongest effects on growth rates. 5 We also experimented with controlling for density and density squared at the state level obtaining very similar results to those discussed below.
average Population Age and the average Disposable Income of a county since both factors impact electricity demand (see Tonn and Eisenberg, 2006; Hamza and Gilroy, 2011) . The municipal debt level (Municipal Debt) in the focal area was controlled for as well as the amount of Electricity Usage defined in terms of the aggregated electricity usage by all tariff customers in Germany in a given year. We log-transformed the control variables except the two density ones to reduce the skewness of their distributions. Last, calendar year was added to the models to account for temporal variations in demand. Table 1 and 2 present the descriptives and the bivariate correlations of the variables used in the models.
-----------------------------------------Insert Table 1 and 2 about here -----------------------------------------
Model Specification
One of the most commonly used growth models is the one proposed by Gibrat, which assumes size-independent growth (but see Barnett and Carroll, 1987; Barron, West & Hannan, 1995) . Following previous studies (e.g. Sorensen, 1999; Greve, 2008) , we model the firm growth rates as a function of a firm's size and a number of covariates:
where S is firm size, α is an adjustment parameter indicating the dependence of growth on size, and β is a vector of parameters characterizing the influence of organizational and environmental covariates.
By transforming the equation into its natural logarithm, we obtain the following loglinear model which can be estimated using linear regression:
variable for each firm to isolate unobserved differences across firms (see also Sorensen, 1999; Greve, 2008) . Similarly, we also added dummy variables at the county level to control the unobserved heterogeneity across communities. Since the test of the first hypothesis employs a time-constant covariate (i.e., the MU dummy), random effects estimates are reported.
Results Table 3 provides the results obtained when testing Hypothesis 1. Model 1 shows the random effects model which includes only control variables. The estimates obtained for the controls are as expected: the size of the previous year (Lagged Size) is a strong predictor of next year size. The estimate of the lagged size variable -very close to 1 -suggests the existence of a process of proportional growth in our context (i.e., growth independent from firm size). As processes of proportional growth are associated with skewed patterns in the distribution of firms' size, we read this result as suggesting the existence of systematic and stable size differences across the firms included in our sample -i.e., a possible indication of durable resource partitioning. Population Density exhibits a positive and significant effect on growth rates, similar to that of Electricity usage. Surprisingly, lower Disposable income and higher Municipal debt lead to higher growth rates. The effects of MU Density and MU Density 2 fail to reach statistical significance. Model 2 shows that, on average, MUs grow less than the subsidiaries of NWUs. In Model 3 we find however support to H1: the larger the competitive release, the higher benefits of MUs compared to subsidiaries of NWUs.
-----------------------------------------Insert Table 3 and 4 about here -----------------------------------------
Our argument is that two sociologically relevant factors may contribute to modify the equilibrium in the size distribution of this industry: identity matching to local preferences and variations of identity claims across firms. A first test of the relevance of matching to local preferences is provided in Model 4 when county-specific dummy variables are added. In this model specification, the significant interaction between competitive release and MU dummy loses statistical significance. We interpret this result as suggesting that growth rates do not happen at random but they are driven by (unobserved) county specific characteristics that point to the existence of geographic heterogeneity in the growth rates of MUs. As the challenge to the equilibrium inherent to resource partitioning comes from the success of peripheral organizations, we focus the remaining analyses on the subsample of MUs and investigate the importance of firm-level endowments through a fixed effects specification that allows isolating unobserved and time-invariant differences among MUs. Table 4 shows the estimates of the LSDV models for the growth rates of the MUs from 2001 to 2008. Model 2 tests Hypothesis 2 concerning the impact of intrinsic appeal (i.e., matching) on the growth rates of MUs. As expected, the two dimensions of MU identity (i.e., Localness and Greenness) exhibit a positive and significant effect on the growth rates of MUs. H2 therefore is strongly supported. Model 3, through the addition of the Engagement variable, tests H3. As expected, engagement activities that signal greater commitment to local communities exhibit a positive and significant effect on MU growth rates. Model 4 tests H4 predicting that a higher engagement will reinforce the effects of intrinsic appeal on growth rates. Both interaction effects are positive and significant, strongly supporting H4.
Interestingly, the positive and significant main effect of engagement now turns negative and significant. This finding indicates that at a hypothetical value of zero of intrinsic appeal, increasing engagement reduces organizational growth rates. Last, notice that the coefficient of lagged size is now pointing to a much faster growth pattern among small firms.
The growth of peripheral firms represents a possible challenge to the size differences across organizational forms, but a more serious threat may also come from the increasing fragmentation of the market periphery -i.e., from the dilution of the perceived homogeneity of the market periphery. We explore this issue through the additional analyses reported in Table 5 . While increasing localness and greenness on average appear to reward MUs, the size of a MU is determinant in driving the appropriation of such rewards: while size amplifies the positive effect of Greenness on the growth rates of MUs, the opposite holds true with respect to Localness. These findings suggest that resource partitioning is taking place differently in the two extremes of the size distribution of peripheral firms: while greenness rewards mid-/big sized MUs, localness is primarily rewarding smaller MUs. Interestingly, the fact that localness constrains organizational growth resonates with the qualitative evidence collected.
Local audiences who are strongly attached to their communities exhibit strong resistance against the expansion of their local MUs. Indeed, the ifm study (2006) shows that the MUs following an aggressive growth strategy by acquiring customers outside of the local community are perceived as "cold expansionists". Local customers "cannot identify themselves with the new size of their MUs". The potential changes necessary for growth might be perceived by local citizens as "too cold" or "too business like". In this way, the expansion of MUs in may be at risk of losing its cozy and familial identity -see also Figure   1 . The ifm study identifies this as the "uprooting" problem and warns that expansion will be paid with considerable loss in the home territory due to "decreasing identification" of the local customers.
-----------------------------------------
Insert Table 5 
about here -----------------------------------------
Validity Issues
In this section, we address issues of construct and internal validity and carry out a series of robustness checks and additional analysis. Concerns of construct validity may involve the Localness -whereas we consider the operationalization of Greenness more intuitive. The determinants of voter turnout have been extensively studied by political scientists. In this respect, the literature seems to converge on three types of explanations (Blais, 2006 ; but also see Geys, 2006) : (1) to believe that social pressure should be higher in the same county for different types of elections, any difference in turnout between local and national elections should thus capture local attachment (i.e., localness). Table 6 shows the results obtained for the same set of models when employing this alternative measure of localness. The estimates obtained by this procedure resemble those reported in Table 4 . Table 6 about here
Three further robustness checks were carried out. In Table 7 we report the test of H1 using GEE models with exchangeable correlation structure. Table 8 shows the test of H2 to H4 applying a fixed-effect estimator (XTREG in Stata 12), and manually adding county 6 It has been argued that firm growth rates decrease with age (Harrison, 2004) . However, information of organizational age is missing for over 60 firms in our data. Adding age control would decrease the number of observations by over 500 and we thus decided to drop the age control here. Actually firm age does not seem to matter much since models controlling for firm age (available upon request) exhibit very similar results. We think this is due to the fact that the average organizational age is very high (>60 years).
dummies. The results obtained from both these procedure appear comparable to those of Table 3 . It is worth pointing out that the R 2 (within) increases significantly from Model 1 to Model 4 in Table 8 further suggesting the relevance of our variables in capturing the variations in the growth rates of peripheral firms. Our theoretical arguments imply that the hypothesized effects of H2 to H4 should apply primarily in the household customer segment rather than in the industrial and commercial customers segments. As the models reported in Table 9 indicate, the postulated effects appear either non-significant or much weaker when focusing on industrial and commercial segments. Table 7 , 8 and 9 about here
Last, additional qualitative evidence is used to address internal validity issues and, in particular, to rule out a series of alternative explanations. For example, customers may not prefer the identity of MUs, but rather the customized services they offer. However, data
shows that around 70% of the household customers never had any direct contact with their electricity suppliers (BDEW household customer survey, 1999 to 2006). Thus, the feeling of good services is mainly psychological and rooted in the emotional attachment to MUs. 
Discussion and Conclusions
Drawing inspiration from the limitations of existing research on resource partitioning (Carroll, 1985; Carroll and Swaminathan, 2000) and by relying on recent developments in organization ecology (Hannan et al., 2007) , we aimed at improving our understanding of the processes of identity-based partitioning by focusing on organizational growth rates. Our main goal was to explore the determinants and challenges to the organizational diversity generated by competitive release and, thus, by identity-based resource partitioning. To reach this goal,
we employed qualitative and quantitative evidence and explored the growth rates of German electricity firms.
We propose that besides freeing resource, competitive release resulting from the downfall of the near-center producers contributes to increase the contrast between the identity of center and peripheral organizations. Therefore, competitive release on average benefits more the organizational growth rates of peripheral organizations than those of the subsidiaries of the center organizations. However, the beneficial effect of competitive release is not uniform across peripheral organizations due to their heterogeneity in terms of identity claims and of matching to local preferences: peripheral producers that enjoyed a greater match between their identity and local preferences grew faster. We also found that those firms that made credible identity claims by participating in cooperative activities exhibited higher growth rates. In addition, engagement reinforced the benefits of intrinsic appeal with respect to firm growth rates. While increasing growth rates capture well the success of MUs, traces of fragmentation of the market periphery appear evident from some of our additional analyses.
Our model differs from the existing research on identity based resource partitioning in two ways. First, Carroll and Swaminathan (2000) focused on a market initially populated by a single producer segment, namely smaller generalists. Following the mass exit of smaller generalists defeated in the "war" based on economies of scale, larger generalists were unable and uninterested in covering the whole market. Resource demand at the periphery remained unsatisfied and specialists were founded to occupy these empty niches. Therefore, Carroll and Swaminathan's (2000) argument hinges upon unsatisfied demand. Conversely, our model does not require unsatisfied demand. We started with a market populated by three subsegments and the exit of the middle segment increases identity salience of the peripheral form for the peripheral audience. As a consequence of the emergence of separate and oppositional identities, meaningful boundaries between center and peripheral forms get established. In this respect, our model extends the applicability of resource partitioning from one-segment market to multiple-segment market and relax the requirement of unsatisfied demand at periphery. Second, in the microbrewery study, a social movement among the new specialist breweries is necessary to "artificially" construct an oppositional identity, in order to cement the boundaries and achieve "durable resource partitioning" (Polos et al., 2010 ). In our model, oppositional identities between center and periphery arise more "automatically" as a result of the downfall of the near-center producers. Thus, according to our arguments, a social movement is not necessary to trigger identity based resource partitioning. Note that collective actions were initiated in our context, but they did not took the same form as the ones described by Carroll and Swaminathan (2000) .
Furthermore, our results add to the recent revision of resource partitioning theory (Polos et al., 2010) . The theoretical model of Polos and colleagues focuses mainly on the audience side effect of competitive release, namely the matching part of our model. They argue that even in presence of competitive release, unless a separate and oppositional identity is perceived by audience members, partitioning is not sustainable. This is because the center producers can expand their appeal by making use of their large budgets. Only when an oppositional schema of the peripheral form emerges, a durable partitioning arises. In case of two oppositional schemas, high grade of membership in one category precludes the possibility that the engagement in the oppositional category will generate actual appeal. We argue that competitive release does not only affect audience perception, but also producers' actions, by stimulating cooperation activities. Interestingly, the actions oriented at consolidating the existence of an oppositional identity may also contribute to dilute it. For instance, the results reported in Table 5 suggest that, in our context, the market periphery is becoming increasingly fragmented. In general, while intrinsic appeal enhances organizational vitality, the growth of peripheral organizations may contribute to challenge their authenticity.
Future research should investigate the tension between size and growth rates during partitioning processes and the effects of increased fragmentation of market peripheries. How much the individual success of peripheral organizations comes at the expenses of diluting their collective identity? As a durable resource partitioning implies a state of equilibrium that --if rooted into size differences -it may be challenged by the growth of peripheral firms and by the increased fragmentation of market periphery.
Last, the present paper contributes to research on organizational diversity driven by form identity as follows. First, to the best our knowledge, our paper represents the first empirical test of the mechanism of competitive release -and partly responds to the call of Hannan and colleagues' (2007: 227) for innovative empirical tests of partitioning that depart from concentration. Second, our paper moves the locus of attention of partitioning studies from differences among producers (e.g., size, niche width) to the consideration of differences in relation to cognition and preferences of audience members. Indeed, the majority of research has treated resource partitioning as a rather uniform process across audience segments. Recent empirical efforts suggest that this might not be the case (Boone, Carroll & Van Witteloostujin, 2002; Greve, Pozner & Rao, 2006) . In the present study we further contribute to this on-going discussion by mapping the heterogeneity of audience preferences along geographical communities (Hannan et al., 2007: 302-303) . By studying audience heterogeneity through the lens of geography, we contribute also to the theoretical development on organizational identity by exploring the possible determinants of audience structure and heterogeneity (see Kocak, Hannan & Hsu 2010) . Third, our study contributes to the general discussion on organizational diversity. For the cyclical processes of concentration and diversity to take place, the dominant firm's ability to co-opt the peripheral organizations is crucial. For example, the process of re-concentration observed in the field of popular music industry from 1970 to 1973 resulted from the successful strategies of the majors such as
Warner to buy independent companies (Peterson and Berger, 1975) . Our study shows that until such boundary crossing is impeded by the existence of clear identity differences (i.e., clear "lines of demarcation", as Durkheim (1893) put it), the manifestation of cyclical changes of diversity and homogeneity may be hindered. 
